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an announcement 
of special interest 
to eastern Canadian 
real estate brokers 


BOULTBEE, SWEET & CO. LTD. 
VANCOUVER, B.C. 


Announces the opening of a department created to work with and answer enquiries 
from brokers in Eastern Canada. 


As more and more clients are becoming increasingly interested in the fast moving 
Western Canadian development we believe you will require a dependable ‘‘on the 
spot” correspondent capable of answering enquiries with up-to-the-minute accurate 
information. We are also interested in setting up a reciprocal information arrange- 
ment with any reputable Eastern real estate company. 


As a large experienced Western Real Estate House dealing also in mortgages, in- 
vestments, insurance and sub-divisions, it is our policy to give what we believe to be 
accurate and current information. 


Your enquiries will be given prompt and courteous attention if addressed as follows: 


BSUS 


“\ BOULTBEE 


Eastern Department, 





Boultbee, Sweet & Co. Litd., 
555 Howe St., 
VANCOUVER, B.C. 
PHONE: PAcific 7221 


BOULTBEE, SWEET & CO. LTD. 


555 HOWE ST., VANCOUVER, B.C. 


PHONE PAcific 7221 
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* 
“It is well for a man to respect his own vocation, whatever 
, it is, and to think himself bound to uphold it and to claim 
for it the respect it deserves.”—Charles Dickens. 
* 
* e 
Value of Conventions 
. 


The business and association convention has evolved into 

a typically North American phenomenon, the hurried busi- 

x ness man’s answer to the pressing problem of keeping in- 

formed and up to date on all the business facets—and people 
—that can influence his business profits. 


Apart from the acquisition of information, the modern busi- 
nessman attends conventions for much the same reasons that 
* a young lady goes to proms: to make contacts, to eye the 
competition, and to avoid the bad public relations that might 

be attached to the absentee. 


* The result, of course, is that many executives feel they 
spend more time than they can afford at conventions—simply 
to be seen. Many firms have evolved a technique calling for 

* a staff appointment of a cheerful extrovert whose main job is 
to attend sales meetings and conventions and report on them 

n to management. 


A minority group holds that conventions are simply ex- 

cuses for tax and cost free vacations. Yet surveys both in 

* Canada and the United States show that men work harder 
at conventions than they usually do at home or office. 


“ Hard-headed businessmen are not spending $70 million 
a year on conventions in Canada for nothing. Keeping one’s 
finger on the latest trends in any business definitely has a 


o value marked with a great big dollar sign. 

* * * * * * * * * * * 
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Realtor Code of Ethics 
defined as Golden Rule 


By Harry J. Penton 


This word which is so freely used 
in connection with our business is de- 
fined in the dictionary as “the science 
that treats of the principles of human 
morality and duty”. My own inter- 
pretation is ‘““The Golden Rule’’—Do 
unto others as you would have them 
do unto you. 


Having acted for our Real Estate 
Board for a number of years as Chair- 
man of Arbitration, it gives me a close 
view of the workings of men’s minds, 
and what I have to say here is based 
entirely on experience in this field. I 
do not know of any books that could 
be defined as research on this specific 
subject, nor have I any other guide 
than experience. 


Complaints Few 


The Board I represent is one of the 
finest in Canada, doing around Twen- 
ty-Five Million of business annually. 
It is splendidly officered, has a capable 
President, Directorate and Managing 
Secretary and is a successful Co-Oper- 
ative Group. May I say, the complaints 
are relatively few, but it must be re- 
cognized that wherever large organi- 
zations operate, there are inevitably 
some who do not follow the rules, and 
those who are found out, have to pay 
the penalty. 


A great many individuals coming 
into our profession (I fully believe it 
should be called a profession to-day) 
are without much or any particular 
knowledge of the Real Estate business 
and are from a variety of occupations. 
It is a well known fact by all offices 
that they have to be trained and 
should be trained properly. 


A Broker, some time ago, was fined 
by the Grievance Committee. He 
complained strenuously and his com- 
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plaint was “why this man had only 
been with me two days and didn’t 
know better”. The obvious answer to 
that is—why was the salesman sent 
out on any deal with two days’ experi- 
ence? To any individual entering the 
Real Estate profession who believes 
the world is his or her oyster, imbued 
with a desire to make a potful of 
money quickly, regardless of the rights 
of fellow Brokers or Salesmen, is 
headed for a disturbing fall. 


Over-enthusiasm 


Some of the troubles, in fact quite 
a number of them are caused by the 
over enthusiastic Vendor or Purchaser 
trying to do what he believes is a favor 
for the salesman who he likes. If you 
have friends of this type, that’s fine. 
I should like to point out to you how- 
ever, that any favors of this nature 
should be most carefully examined by 
you to the degree that it does not lead 
you in the wrong channel and develop 
into collusion. There is I find, quite a 
tendancy on the part of Brokers doing 
a good business due to these rather 
lush times, to say of some agent who 
has done something wrong ‘Well, it 
made me very angry at the time, but 
I just let it go’. I hold this is wrong, 
because the fellow allowed to get 
away with it will certainly be en- 
couraged to try it again. 


Conscience 


Every one of us is given a conscience 
and in my books, every man or woman 
in our business knows when he or she 
is doing wrong. Since the Code of 
Ethics was written, the Co-Operative 
feature of our business has developed, 
and in itself and by the nature of its 
operation, it calls for a re-examina- 
tion of that Code, although it can quite 
properly be argued that local Rules 
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and Regulations should take care of 
any situation. 

Peculiar situations do arise and have 
to be handled as the circumstances in- 
dicate. A breach of the Real Estate 
& Business Brokers Act so far as we 
are concerned is a matter for the at- 
tention of the Registrar of the Pro- 
vince. Litigation as between Broker 
and Vendor or even Purchaser regard- 
ing financial matters is of course, a 
subject for the Courts. In the field 
of ethical and moral responsibility, our 
Board handles its own cases entirely, 
and by our Rules and By-Laws we are 
equipped to do just that. 

In our Board and I suppose in yours, 
the basic trouble is the failure of a 
Broker or Salesman to recognize the 
rights of his fellow man in a sale. 
Occasionally too, some salesman or 
broker does offend either a purchaser 
or Vendor and I am glad ‘to say we 
have been quite successful in our treat- 
ment of this particular offense. It is 
my belief that some Brokers lose sight 
of the fact that they are the repre- 
sentative and agent of the Vendor. It 
is not good for our public relations to 
have a Vendor say “He wanted me to 
take this or that Offer, and was quite 
insistent until I said—say, who are 
you working for anyway?” This is a 
poor display of ethics. Do not be 
guilty of saying anything before a 
client, disparaging your competitor in 
a sale. It is bad taste and often back- 
fires. 


Many men in your Board and mine 
have given freely of their time and 
talent to make this profession of ours 
what it is to-day—a great and ever 
expanding field in the economy of this 
country. Let us see to it that through 
the medium of applied interest in your 
City, Town or Village and in your 
Board, that you increase its stature 
by the effort you make, and if your ef- 
fort along these lines carries with it 
that golden tag of integrity, your re- 
ward will indeed be great. The Code 
of Ethics will never be fractured if 
every day you look in your mirror you 
are able to say “I have been fair and 
honest with my fellow man”. ®@ 


~ Substantial 
U.S. funds . 
for Canadian 
Real Estate | 
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A new and wonderful Year 


Well, here we are on the threshold 
of a new and wonderful year with 
many indications of the steady growth 
and advancement of the real estate 
field and your Association. 


Vancouver Board Now 
C.A.R.E.B. 


The first item I take pleasure in re- 
porting is that the the Vancouver Real 
Estate Board has joined our ranks 
and has brought its salesmen into the 
Canadian Association as Associate 
members. This means an increase of 
about 700 members. This move is a 
large step forward in strengthening 
your Canadian Association because it 
makes the Association better able to 
represent the Realtor and his prob- 
lems from a national point of view. It 
also gives us great new reserves with 
whom we can exchange ideas and ex- 
perience. There is no doubt that from 
the combined experience of all these 
men we shall have many brilliant 
ideas contributed to the welfare of the 
Association and its membership. Too, 
we feel that they in turn can derive 
great benefit from membership in the 
national organization. We would like 
to congratulate the Vancouver Board 
and welcome its salesmen. 


Dollar Per Co-op Sale Plan 


In the last issue of the Canadian 
Realtor I mentioned that the Edmon- 
ton Real Estate Board took the lead 
in approving the “One Dollar per co- 
op Sales” plan which was discussed 
at the annual director’s meeting dur- 
ing the fall Conference. The original 
idea was suggested by Mr. Andrew 
Turpie, Regional Vice-President for 
Manitoba. The Winnipeg Board ad- 
vised that they had also approved the 
plan which was reported in the last 
issue. 


Here, in Mr. Turpie’s own words is 
the idea as he suggested it to Jack 
Weber last year. 


“. . . When you consider that our 
members have to pay yearly license 
and bonding fees and fees in varying 
amounts to local Boards and Prov- 
incial Associations wherever they are 
in existence; that quite a number of 
our most progressive members main- 
tain membership in other affiliated as- 
sociations or institutes such as the In- 
stitute of Property Management, the 
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Appraisal Institute, the S.I.R. of the 
National Association and the Apprais- 
al Institute of Canada, it seems to me 
there is a decided danger of us being 
fee’d to death.” 


“T think the ideal situation would be 
if the fees (for membership in C.A.- 
R.E.B.) could be left at a nominal 
amount so as to bar no one due to 
cost.” As an alternative method of 
raising funds for C.A.R.E.B. he went 
on—‘There were 8,649 Co-op sales in 
Canada last year. Think what it would 
mean if C.A.R.E.B. received $1.00 for 
every Co-op sale made. The Winnipeg 
Board makes an average of about 
$25.00 to $30.00 per co-op sale and 
$1.00 out of this would hardly be 
noticed. It would be based on the 
principle of ability to pay.” 


It is to Jack Weber’s credit that he 
saw the wisdom, fairness and poten- 
tial in this suggestion and he quickly 
endorsed the idea as ‘“‘a most excel- 
lent one’”’. 


AN 


important 
SALES 
FACTOR 


That then, is the idea as it was con- 
ceived for the sole purpose of keeping 
membership dues to a_ reasonable 
level. Four Boards have approved the 
plan to date, Edmonton, Winnipeg, 
Calgary and Fort William. We would 
like to thank these Boards for their 
ready response in assisting C.A.R.E.B. 


European Tour 


Mr. E. W. Gladstone, who is organ- 
izing a European Tour for Canadian 
Realtors to coincide with the 7th An- 
nual Congress of the International 
Real Estate Federation to be held in 
Vienna from June 17 to 23, 1956, has 
had a considerable response to the an- 
nouncement made in the last issue. 


A preliminary itinerary covering 
Cherbourg, Paris, Lucerne, Vienna, 
Florence, Rome, Naples and New York 
has been planned. On the basis of 
this the trip would cost approximately 
$1000.00 per person including hotel 
accommodation, all transportation, 
and most of the meals. Anyone plan- 
ning to attend this conference in 
Vienna as part of the Realtor group 
should contact Mr. H. W. Follows, 
Secretary of C.A.R.E.B. or Mr. E. W. 
Gladstone immediately because ship 
transportation requires reservations 
well in advance of sailing. 


Yes, the guarantee of a secure home for the family can be an 
important factor in closing a sale. Your prospective home- 
owner can have this guarantee through the Sun Life of Canada. 
Why not remind them of Sun Life's Mortgage Protection Policy? 
This low-cost policy will clear all mortgage payments, thus 
securing the home for his wife and children should the head of 
the family die prematurely. 


SUN LIFE ASSURANCE COMPANY OF CANADA 


Branches and representatives from coast to coast. 











Roy A. Patterson, president of 
the Canadian Association of 
Real Estate Boards, is presi- 
dent and managing director of 
St. Francis Realty Co. Ltd., 
Montreal. 


Report from the 
PRESIDENT 








Another Year of Expansion 


The coming year has been heralded by the industrial 
leaders across the country as one of continued expansion, 
sustained prosperity and great opportunity. In this, my 
first Presidential Letter, I would like to express my sin- 
cere wish that you may share fully in this abundance 
promised for 1956 and that the year will bring to each of 
you health and happiness. 


Looking Back 


Before setting our course for the coming year I feel 
we should give one backward glance at the year we have 
just passed which has been one of great accomplishment. 
Under the exceptionally gifted leadership of Jack Weber, 
our Canadian Association of Real Estate Boards saw the 
work of a number of projects brought to a successful con- 
clusion in 1955, among which the inauguration of the 
Canadian Institute of Realtors and the publication of the 
new “Canadian Realtor” were only two of the more note- 
worthy of these projects. Our Convention in Edmonton, 
the finest of all our conventions to date, also deserves 
special mention. A special tribute must be paid at this 
time to all of your Association’s officers, the executive 
committees and to all committee chairmen and committee 
members who were responsible for these accomplishments 
in 1955. 


Looking Ahead 


In 1956 we propose to continue the high level of activity 
and progress that has marked the forward march of our 
Canadian Association during the past years. Since the 
month of November last I have been in consultation with 
Vice-Presidents Jack Stevenson and Murray Bosley in the 
appointing of our committee chairmen for 1956. It is a 
source of great gratification and comfort to me that you 
have chosen two such outstanding men to be my Vice- 
Presidents this year. In them, our Regional Vice-Presi- 
dents, the members of the executive committees and our 
committee chairmen, we have indeed a corps of men of 
great ability from whom I know much can be expected in 
the months to come. 


Committee Chairmen 


The chairmen of the various committees of your Associ- 
ation in 1956 are as follows: Canadian Realtor Business, 
A. W. Farlinger, Toronto; Canadian Realtor Editorial, 
Stewart Chambers, Hamilton; Conference Advisory, S. 
Melton, Edmonton; Constitution (joint chairmen), L. K. 
Johnson and F. S. Toshack, Winnipeg; Co-operative List- 
ing, P. A. Seagrove, Hamilton; Debating, Russel Ker, Vic- 
toria; Finance, Harry LePage, Toronto; Historical, D. H. 
Koyl, Saskatoon, Liaison (Appraisal Institute of Canada), 
Andrew Turpie, Winnipeg; License Law, J. A. Lowden, 
Montreal; Membership, W. H. Shortill, Toronto; Ottawa 
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Liaison, E. J. Oliver, Ottawa; Pubilicity, Eastern Execu- 
tive Committee; Resolutions, C. A. Fitzsimmons, Ottawa; 
Term “Realtor”, P. J. Harvey, Brantford. 


I know you will share my satsifaction that we have been 
able to secure such able men for the chairmanship of 
these committees. 


One of the first decisions taken by your Executive for 
1956 was concerned with the “Mid-Term” conference. As 
you know, this Mid-Term conference was inaugurated last 
year for the purpose of bringing together the Eastern and 
Western Executive Committees as well as all Regional 
Vice-Presidents and Committee Chairmen to review the 
progress of the various activities of your Association at 
mid-year. At this time the work of all committees is re- 
viewed and discussed, and recommendations brought be- 
fore the conference can be effectively implemented. This 
Mid-Term Conference conclusively proved its worth in 
1955 and was undoubtedly responsible for many of the ac- 
compiishments of your Association last year. 


Thank You 


TORONTO AND DISTRICT REAL ESTATE DEALERS 


for Your Vote of Confidence 
in Star Advertising 
During 1955 


NUMBER OF “PROPERTIES FOR SALE” 
ADVERTISEMENTS IN TORONTO PAPERS 
YEAR 1955 


Star . . . 100,712 
Paper "B”... 56,608 
Paper "C”... 16,892 


Results Are Where Readers Are 


TORONTO DAILY STAR 
Most Readers by Far 








Your Appraisal Editor, J. |. Stewart is 
a graduate of Toronto University and 
Osgoode Law School. He has studied 
Business Administration and Appraisal. 
Mr. Stewart is Appraisal manager at 


APPRAISAL 
SECTION 









Shortill & Hodgkins Ltd., Toronto. 


J. 1. STEWART 





For What It's Worth 
























Current and Recent Sales 
as Indicators of Value 


by 
J. P. Roberts 


The use of the word “Indicators” in the title of this 
article is a happy choice. The word aptly sums up the 
status of current and recent sales in the appraisal pro- 
cess. It is too often forgotten that current and recent 
sales data are indicators of value and nothing more, at 
least when used in comparing the physical aspects of dif- 
ferent properties. The value of the data varies with the 
type of property being compared. They are, as I hope to 
show below, excellent indicators of value in some cate- 
gories and virtually useless in others. 


Studies of current and recent sales are usually used in 
connection with the comparative or “market data” ap- 
proach to value which, as nearly everybody realizes, is one 
of the three classic approaches used in the valuation pro- 
cess. 


Each approach has its place in most value estimates, 
but it is commonly considered that the comparative ap- 
proach is by far the most important. Too great a reliance 
on current sales in the comparative approach can be haz- 
ardous. Firstly—because no two properties, at least inso- 
far as their physical aspects are concerned, are exactly 
alike, unless they are standardized dwelling units in uni- 
form subdivisions or certain types of vacant land. Second- 
ly—because so many factors entering into the transaction 
are not considered, usually because the time required to 
investigate the circumstances of each sale would be hope- 
lessly uneconomic. 


Thus, too great a reliance on current and recent sales 
in the appraisal process, without exhaustive examination 
of each property, is dangerous for the following main 
reasons :— 

1. Current sales do not indicate the peculiarities or par- 

ticular types of the properties. 

. They do not necessarily reflect the time necessary to 
find the buyers. 

. They do not consider hidden defects in the properties. 

. They do not show the utility in each property. 

. They do not show the earning capacity. 

. They do not take into consideration the circumstances 

of each sales. 


The last reason is probably the most important, as the 
full financial details of each sale and the circumstances of 
the parties to the transaction, are sometimes almost im- 
possible to obtain after a period of time has elapsed. 

However, in the case of the “standard” type properties 
mentioned above, if there is available a sufficient number 
of recorded transactions, a pattern can sometimes be estab- 
lished and then any marked deviation from the pattern in 


i) 
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J. P. ROBERTS is the Vice-President of H. A. 
Roberts Limited, Vancouver, B.C., in which firm he 
has been associated with his brother, H. A. Roberts, 
since 1929. He is a member of the American’ In- 
stitute of Real Estate Appraisers and the Appraisal 
Institute of Canada. For several years, since the 
war, he has been a Director of the Vancouver Real 

Estate Board. 


A growing volume of fee appraisal work, in the 
last two or three years, caused him to form a pro- 
fessional callie under the name of Roberts 
and Clarry, with Mr. G. W. Clarry, B.Sc., A.R.I.C.S., 
a Chartered Surveyor. The partnership confines it- 
self solely to real estate valuation, town planning, 
quantity surveying and real estate consulting. 


a particular sales price will indicate that one or more of 
the above factors has been at work. Therefore, while 
current sales prices are good indicators in many standard 
properties, beware of them in any of the higher priced 
residential properties, investment, industrial and/or com- 
mercial properties. In a very general way I should say 
that their value—in the comparative approach—rates as 
follows: 


Standard vacant residential lots in typical sub- 


INN hie es ee aL a aed, Good 
Standardized single family or duplex dwellings 

GUN CINE CRE NG i 5a isis Sec eds xaan tence Sic Good 
Older type homes converted to “revenue prop- 

erties” (see income remarks below) .............. Fair 
Apartment properties (except in processing in- 

NN PE DOMED ia. cssecd cdi dob dicesessatente Fair to Poor 
Exclusive or higher priced residential properties 

and “estate” type residences ......................05. Poor 


Investment properties including Industrial and 
Commercials, (except in processing income).. Poor 
The above observations, I repeat, are applicable in the 
comparative approach as it is ordinarily applied in a com- 
parison of the physical aspects of different properties. 
However, we do have one common denominator that runs 
through virtually all types of property in which current 
sales data are of great importance, and that is the factor of 
income, both gross and net. For instance, old type, so 
called “revenue” homes, although they differ widely in 
shape, design and appearance, are purchased for one main 
purpose—the production of income. The income is ascer- 
tained, and can be measured against the sales price to 


Continued page 16 
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doing all 


YOUR CLASSIFIEDS 


LISTINGS 


Your Want Ad Program should not only do its basic 


selling job, but should accomplish sound public 


relations and act as a good source of listings. 


by 
J. M. Henderson 


Classified advertising is one of the 
oldest methods of advertising as we 
know it today in the world. It is the 
grandaddy of all the printed forms 
that succeeded the village bulletin 
board. And since its inception it has 
been used by people attempting to sell 
real property. This column for in- 
stance appeared in The Gazette in 
1895—and it is pretty hard to tell 
these ads from some that you will see 
in newspapers today. 


ma, Pr. BO. 





PROPERTY FOR SALE. 


OR SALE—ON 8H 
R SALE- ERBROOKE STREET 


to Guy, a semi-detached 
villa i 
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ton, Ont. » Rock Brewery, 
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H three storeys ; built connie for 
— apply to dil Guy 
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na WILL BUY NINE 1 
00 mec¢menne 
* ty Ottawa, newr ~ 


In many cases it doesn’t. 


We can imagine that the lot ad- 
vertised on Montreal’s Sherbrooke 
Street, which today is in the heart of 
the downtown area, got pretty fair 
results for the advertiser at the price 
of $1.78. 


The Classified Habit 


Long usage of any form of advertis- 
ing contributes of course to the suc- 
cess of that form in the creation of a 
readership habit and in perfecting the 
style and makeup of the advertising 
itself. It can and does lead as well 
however to some abuse in the fact 
that both readers and advertisers be- 
come so used to the day-in day-out 
routine of a classified “habit” that the 
actual potential of the advertising is 
sometimes lost sight of. 


This is particularly true in an age 
when other forms of advertising such 
as TV, magazines and billboards have 
become increasingly glamorous. Sur- 
rounded by the spectacular, the black 
and white page of want ads, restricted 
in most cases to no larger than an 18 
point thin-faced type size, fades in 
comparison. Yet every real estate 


man is aware that these pages of 
closely packed, widely varied offers 
have retained and added to their va- 
lue through the years as the principle 
source of real estate advertising be- 
cause they still do the finest job per 
dollar invested. In instances when a 
single issue of a large metropolitan 
daily can obtain literally hundreds of 
individual offerings in the real estate 
columns, there is no diminishing, in- 
variably an increase, in the results 
that each individual advertiser can 
obtain. 


Please note the word “can”. It is 
often a wonder, particularly to any- 
one in the advertising field, how a 
small carelessly-written advertise- 
ment still has a chance to do the job 
of selling thousands of dollars worth 
of property. 


Lack of Time 

Of course one of the most common 
complaints which classified sales 
people hear today from their broker 
customers is the fact that “I didn’t 
have time to get my ads ready”. Real 
estate men in our booming economy 


Skillful ad copy can stir emotional response 


to idea of home ownership in 


are extremely busy with the selling 
end of their business—and combined 
with the fact that the classified sales- 
man is perhaps just as busy with an 
increasing number of customers in the 
real estate field, this often leads to a 
minimum of time devoted to the prep- 
aration of the copy which will obtain 
more clients, who will in turn keep the 
real estate man busy so that he can- 
not prepare his copy. It’s quite a vici- 
ous circle. 


Serious thought however should be 
given to a solution of any problem 
of lack of time and subsequent lack 
of thought in the preparation of your 
Classified ads. For aside altogether 
from the fact that a well-worded, im- 
aginative ad should and does draw 
much more response, these ads repre- 
sent your company to what is un- 
doubtedly the greatest number of po- 
tential clients in the market for real 
estate on any given day. You wouldn’t 
think of representing yourself or your 
company in a slipshod manner in any 
other form of advertising you might 
use—even display advertisements in 
the same edition of the same paper. 
You would naturally prefer good lay- 
out, at least presentable illustration 
and powerful copy—in fact would 
demand it. The same would apply in 
any use of radio or even TV that a 
real estate firm might contemplate. 
Yet oftentimes your Classified ads, 
in which you probably invest much 
more money over the year, give no 
indication to the thousands of poten- 
tial clients who see them of the size 
of your operation, the service you are 
able to offer, the friendliness and 
courtesy and effort with which you 
will attempt to satisfy their needs, 
and the fact that you have many more 
than the number of properties des- 
cribed to offer them. In some cases 
the ads may not even do an adequate 
job of describing the properties! 


How Are Classified Used? 


In order to get the full story on 
what your Classified advertising 
should do for you, let’s first give con- 
sideration not only to the number of 
calls you wish to receive from the ads 
each day, but to the manner in which 
both property owners and those in a 
position to become property owners 
use the Classified Section of their 
newspaper. 


A young married couple for instance 
usually becomes vitally interested in 
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home ownership as soon as they can 
set aside sufficient funds for this pur- 
pose and as soon as they start plan- 
ning a family. Months before they 
will actually come into your office to 
tell you that they have the down pay- 
ment on their first bungalow they will 
probably have started to look through 
the “Property for Sale” classifications 
regularly. They won’t be calling you 
about your ad. They will merely be 
seeking information on what they are 
going to be able to get for their mon- 
ey when the time comes—and doing a 


The author is currently the 
Manager of the Classified Ad- 
vertising Department of the 
Montreal Gazette. 


Formerly with the Classified 
Department of the Toronto 
Telegram he assumed his pres- 
ent position with The Gazette in 
January, 1952 and during the 
four years in which he has held 


the position has seen the Classi- 
fied volume of the paper triple 
in size. During the same period 
he has written and distributed a 
regular series of Real Estate 
Newsletters to real estate brok- 
ers in the Montreal area. Sever- 
al of these newsletters have 
been reproduced in previous 


C.A.R.E.B. bulletins. 





little dreaming. Still in seeing your 
ads, they reach a decision about your 
company as reflected in those ads and 
about what you are going to be able 
to offer them when they are ready. 
This process, as we said, may go on 
for months. If you assume that you 
will be in business when those months 
are over, then these customers are 
just as important now as when they 
are eventually able to buy. 


Public Relations 


Another phase of Want Ad reader- 
ship which also comes under the head- 
ing of “Public Relations” is that done 
by property owners who, having 
reached the decision to sell, use the 


prospects 


classified section of the daily paper 
in order to determine their asking 
price by comparison with a number of 
similar properties available on the 
market—and to note as well what 
firms seem to be active and aggressive 
in selling property such as they have 
to offer. Their final decision as to 
what agent will be called in to list 
their property is often based not on 
what they read under a ‘Properties 
Wanted” classification but from see- 
ing which agents advertise consistent- 
ly and well on behalf of their clients. 


Regular Advertising Pays 


And what of the readers who are 
actively in the market for real estate? 
A purchase of real property invari- 
ably involves the transference of a 
considerable amount of money. In the 
case of the person of average income 
the purchase of what may well be the 
only home he will ever have is not 
made lightly. Considerable time and 
thought is given to it before the down 
payment is made on any particular 
property. Estimates made through 
American surveys showed a _ wide 
range in the time taken between the 
decision to buy and the actual pur- 
chase, but the average worked out 
to well over two months. During this 
period the potential purchaser is 
undertaking an intensive search, in- 
volving almost daily scanning of Clas- 
sified real estate. You may not re- 
ceive immediate calls from such a 
party from a particular ad. But again 
you may, over a period of weeks, in- 
duce him to call you not because he 
sees a property which interests him 
but merely because he notes that you 
are a consistent advertiser, that you 
seem thereby to have a good many 
listings, that these listings are attrac- 
tive and that your firm would seem to 
be very active and aggressive. 


These by-products of your daily 
Classified Advertising are tremend- 
ously important to the success of a 
real estate operation. This fact is well 
realized by many of the larger and 
more successful real estate firms who 
quite candidly admit that while they 
might not expect to receive the same 
volume of calls from every ad 
“wouldn’t be out of the paper a single 
day”. In many cases these firms 
maintain an employee or even a sep- 
arate department whose sole respon- 
sibility is to insure that every ad the 
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Good Office Procedure 
For Salesmen 


“Time is your Capital” says this dynamic realtor 


who outlines some tidy habits of mind and 


method in the salesman’s routine that will 


convert your time into a Capital investment. 


by Vincent P. Bradley 


Realtor, Trenton, N.J. 


After shaving, showering, donning 
clean, well-pressed clothes, get to your 
office at 8 a.m. instead of 9 or 10 a.m. 
Do it at least five days a week. Your 
fresh mind, not dulled with too much 
food, liquor, or nicotine will be ready 
and eager to plan a day’s work. 


Time Is Your Capital 

Time is a good salesmen’s capital. 
It must be used to produce. Bight to 
nine o’clock will be your best hour of 
the day to get things done. There will 
be no personal callers to divert you. 
Go over your list of prospects and list- 
ings and determine how you can fill 
their needs. Frame the day’s schedule 
of phone calls, personal interviews, 
showings, new listings you want ap- 
pointments for, next day’s showings, 
and arrangements to get through oc- 
cupied offerings. No first-class sales- 
man shows prospects unless by pre- 
vious arrangement with occupants. 
Only peddlers and hucksters do that. 


Your Phone 

“A telephone is dynamite on your 
desk.” Handle it carefully. Answer it 
at end of the first ring, not the second, 
with pleasant, hospitable — not hos- 
pital—tones saying. “Good morning” 
or “Good afternoon” (never “hello” or 
“yes”). Frank Brown (never ‘“Mis- 
ter”) of Dickinson Co., Realtors, May 
I help you?” Count to five before you 
hang up to be sure the caller has done 
so first. 
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Have at your phone a list of every- 
thing advertised, a list of listings, a 
letter size pad (not small memo size 
paper that is easily lost or misplaced 
and clutters the desk top), and a sheet 
for notes for every caller or phone 
call. Always date your notes. Never 
write anything without dating it. Even 
if you “doodle” while you're talking, 
date it. The date may be the most im- 
portant item of the memo. 


Your Prospect File 

Use a letter size folder for each 
prospect with all memoranda in it. 
The prospect card you made or are as- 
signed should be clipped to it. If your 
office fails to supply you with pros- 
pect cards, buy some blank ones. Date 
each card and, with carbon paper, 
make a duplicate. Use your original 
for dates of phone calls, appointments, 
interviews, showing and offerings. 
File the carbon copy with the office 
for protection. Service with frequent 
regularity your prospects and pros- 
pect cards. They must form an im- 
portant part of your daily schedule. 
Using folders keeps your desk top 
clean and your work in orderly shape 
so that you do not lose anything, con- 
suming time and fraying your temper 
to find it. 


A New Listing 


What about a new listing you get? 
Is every question about the property 
answered fully? If it isn’t, why should 
you get a listing fee when it’s sold? So 
often an unanswered question is a 


vital one you or another salesman 
need for a buyer at a crucial moment. 
It makes the difference between a 
100% salesman and a sloppy, doubt- 
ful one. 


Quickly contact owners and occu- 
pants living on both sides of each listed 
property, ones in the rear or opposite. 
Never overlook talking about the list- 
ing to neighbourhood merchants 
where neighbours call and talk about 
real estate. It has been proved with 
used houses and business properties 
three out of five sales are made to 
people of the neighbourhood, so your 
sales work is three-fifths done if you 
cover nearby folk. 


A Card is a Must 


On the phone or in personal inter- 
views, salesmen fail to sell their names 
to prospects, and the latter are unable 
to remember the salesman’s name on 
call backs. Handing a card to a cus- 
tomer is a must. It should have with 
it a bit of your personality. Stress 
your name so it will be remembered. 


Do's And Don'ts 


Never leave the office (although it 
might be only to put a nickel in the 
parking meter) without recording on 
the receptionist’s desk where you are 
going and when you will return. If 
you are going to two or three places, 
explain where they are. You may be 
badly needed by a buyer or seller call- 
ing or phoning. They should have 
quick responsive service which can be 
rendered for you if you will cooperate. 


If you are detained in returning, phone 
and tell why and extend the time. If 
you do not, it may mean the loss of 
hundreds of dollars in commissions. 


When you learn that a seller wants 
to reduce price, improve terms, make 
improvements, or lessen possession 
waiting time, put it on the list card 
immediately. Date it. It may mean an 
easier sale for you or someone else. 


Inspect new listings promptly so 
you will know what you have to offer 
and be able to report the need for re- 
pricing to hasten a sale. 


When you make appointments, keep 
them—not promptly but ahead of 
time. 


Never promise you will call a pros- 
pect back when you have an interest- | 
ing offering and then fail to do so. It 
breaks confidence. Your prospect feels 
you are not to be trusted. Jot it on 
your daily “must” list and follow 
through on it. 





Daily Showings 

Salesmen cannot sell without daily 
showings. They should average two or 
three daily. People want to be shown. | Would YOU try to row a boat 
Never send them to look on their own 
as a peddler or a huckster does. If you - 
do, they will find something else on without oars? 
the same street and buy directly or 
from another broker. They should, 





because you invited them to do so | Of course not. Everyone knows you can't make much headway 
when you did not go along. on any job unless you have the proper tools. But there are still 
many people who try to bulldoze their way through a job with- 
Your Mail out the right equipment or know-how. The Canadian Realtor 
Answer a letter the day it arrives magazine is one of the tools of your profession designed to 
to show your manners are good, that keep you abreast of current trends, news, developments and 
you are reliable and grateful. It builds know-how in the Real Estate field. Our 1956 schedule of articles 
confidence and good will. Confine your covering land speculation and development, boom cities, indus- 
reply to one page. Use the salutation trial and commercial investment as well as successful techniques 
“Good Morning, Mr. Jones” or “Good used by successful realtors is a must on the reading list of all 
Afternoon, Mr. Jones,” not a trite who have an interest in real estate and investments. 


“Dear Sir’. Close “Cordially yours” 

unless you prefer to lack cordiality. 
Never drive a high priced car to im- To be sure you receive every issue 

prone eilants on custemens. Et Guews't. mail the subscription order form now. 

Too many others (who impress no 

one) are doing it. Keep your car clean; 

es: ns nn Se ee. ). SS ie SS ae 


you are. SUBSCRIPTION ORDER FORM 


Devote 30 minutes every day to 
phoning your buyers of last year, the s oa 
year before and year before that to Canadian Association of Real Estate Boards, 
see how what you sold them is serving. 1883 Yonge Street, 

You may get some new listings or 
good prospects, and you have cement- 
ed more permanently the friendship - So 
and fature patronage of buyers. Please enter our Canadian Realtor subscription for one year $5.00. 


eee tae, eee - : - = jee : Enclosed is our cheque /money order. 

your valuable capital—time? If you 

squandered it, frame right then how Name a a no eee Gee ae dpe a mei a eat tel ier eat eae 
you will spend your time tomorrow, 

and make better use of it. This is the Firm name 
best way to plan your day and work 

_your plan, @ Address 





Toronto, Ontario. 
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How to Get 


Successful Listings 


There is no magic formula for obtaining good 


listings nor any one key that will open the 


door to a treasure of saleable properties. 


Instead, success is due to initiative, 


persistence, ingenuity and a liberal dose of hard work. 


It is obvious that to sell real estate 
you must first have real estate for 
sale. Where it is found that a parcel 
of real estate is for sale, it is good 
business practice to secure the exclu- 
sive sales agency. 


Exclusives 

However, it often develops that the 
owner has given the exclusive sales 
agency to another broker. And, it is 
here the average broker or salesperson 
starts to ruin his business, by inform- 
ing the owner that, “It is just too bad 
that the property is under exclusive 
sales agency. Our office could sell this 
property today, but then we would 
be required to divide our commission 
with the exclusive broker,”’—and so 
on. 


Naturally, the owner becomes a- 
larmed and confused. He starts talk- 
ing to neighbors about the mistake 
made in signing an exclusive—and so 
the story goes ’round and ’round, un- 
til it blows right back in the face of 
another broker who is trying for an 
exclusive sales contract. 


Yes, indeed, we brokers are a pecu- 
liar lot. We fail by our own folly to 
inspire confidence and professional 
dignity. We destroy the very back- 
bone of the real estate business, the 
exclusive sales agency. 


Wake up! Don’t cry when you find 
another broker has an exclusive sales 
contract. Inform the owner that he 
did the smart thing . . . ask for the 
broker’s name .. . tell the owner you 
will co-operative with the exclusive 
broker . . .and last but not least, pave 
the way for yourself to obtain an ex- 
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clusive sales contract at your next 
stop. We should all try to elevate our 
profession. 


The realtor has never been able to 
stock his shelves with the most de- 
sirable merchandise without consider- 
able effort. During present times the 
task is terrific. Frequently more de- 
termined, well directed, and persistent 
effort is required to secure a listing 
than is needed to make the sale. 


Selling Yourself 

Every real estate broker must make 
two sales for each one upon which he 
collects a commission. He must first 
sell himself. He must convince the 
owner he has ability, good reputation, 
persistence, and knowledge—and that 
he will conscientiously represent the 
owner. This means he must sell the 
owner on the fact that he is the man 
who is able to and will sell the prop- 
erty at the most satisfactory price 
and terms, within the desired period 
of time. 


This kind of selling job is going on 
all the time. It is accomplished by the 
reputation of the broker in the com- 
munity, and by the equipment and 
personnel he offers to serve and satisfy 
the public. 


The broker’s office is a silent sales- 
man for his services. First impres- 
sions are lasting and influence public 
opinion of the broker or his firm. 


All the Facts 


There is little to debate between a 
good complete listing containing all 
of the facts and a skeleton one with 


only partial information. It takes 
more time to get a complete listing 
and obtain all of the facts. Conse- 
quently, you probably will not have as 
many listings in your files as the man 
who, like a humming bird, flits quickly 
from flower to flower; but you will 
have listings that are immensely more 
valuable. When the customer asks for 
information, you will be able to sup- 
ply it on the spot without going back 
again and again to make further in- 
vestigation. 


There is an old saying that if you 
want to teach a dog how to do tricks 
you have to know more than the dog. 
Likewise, if you want to persuade a 
customer to put his name on the dot- 
ted line of a purchase contract, you 
must have more facts than he has 
about the property you are trying to 
sell. No accumulation of knowledge 
regarding the property listed is too 
great. 


Owner's Confidence 

And what about the owner? When 
he sees you are carefully fortifying 
yourself with all of the facts about 
his property, he will have more con- 
fidence in your ability to sell. If you 
have to bring him an offer at a price 
lower than he asks, he will consider 
your presentation of facts regarding 
his property carefully—with the pros- 
pect that your offer has a better 
chance of being accepted even in to- 
day’s inflated market. And when you 
add your personal recommendation of 
acceptance, it will be the recommend- 
ation of a broker who has demonstra- 
ted he is fully informed, and who has 
given thoughtful and unbiased con- 






sideration to both the desirable and 
unfavorable factors of the property. 


The broker who thus illustrates his 
interest in his client’s property and his 
ambition to be fully informed is in an 
excellent position to ask for an exclu- 
sive listing. He has shown that he 
really wants to sell, and desires to in- 
telligently represent the owner. Ex- 
clusive listings are very valuable and 
particularly so now. In fact, many 
successful brokers reason that even in 
normal times ten good, well-chosen ex- 
clusives are better than a hundred 
memo or open listings. 


Prospect Reference 


The real estate office, like all other 
businesses, thrives by reason of pros- 
pect reference. A _ satisfied seller, 
purchaser, lessor, or lessee is the best 
advertisement a broker can have. The 
wise broker is quick to take advan- 
tage of this, and seldom fails to devel- 
op a prospect from a prospect. He 
finds it pays to maintain a friendly 
contact with both buyer and seller, 
lessor and lessee, even long after the 
transaction is completed. These satis- 
fied clients and customers are grateful 
for the job that has been done. They 
have confidence in the broker who 
performed so well, and are glad— 
even eager—to suggest names of 
friends or acquaintances who are 
either in the market to buy, sell, or 
lease. The broker who fails to take 
advantage of this willing and friendly 
cooperation with his former clients is 
over-looking a vast amount of poten- 
tial business—which really belongs to 
him because he has earned it. 


Note Local Prices 


Where property in the neighborhood 
has been sold recently, or where “For 
Sale” signs are displayed on the neigh- 
boring property, it is always well for 
the solicitor to note the price at which 
the property has been sold as well as 
the prices which owners are asking 
for properties in the surrounding area. 
Many a broker or salesman has ob- 
tained or has lost a listing when the 
owner of the property he was trying 
to list has asked, “For what did the 
property across the street or in the 
next block sell?” or “What are they 
asking for the property in the next 
square?” If he does not know, the 
owner loses confidence in his ability to 
sell his or her property. Before mak- 
ing the listing, check values, sales, of- 
ferings in the neighborhood; also try 
to have some personal information 
about the owner, what he does for a 
living, number of children, and other 
important facts. 


CANADIAN REALTOR — JANUARY, 1956 


Reasons For Selling 

Reasons for selling homes do not 
change. Owners sell because the house 
is too small, too large, not properly 
located, or because they desire to 
make a profit. This is what the solici- 
tor must discover. He will then know 
how to direct his further inquiries. 
Many brokers approach the owner as 
though they were prospective buyers. 
They endeavor to get the property 
listed at the lowest possible price. 
The owner senses this, and many a 
listing is lost on this approach. As a 
broker, you are the agent of the own- 
er, and a full, honest discussion usual- 
ly results in a listing. Review the 
entire market. Do not try to fool the 
owner. Admit that the market is high. 
We appreciate that on today’s market 
it is difficult to arrive at the exact 
price; but we can use such yardsticks 
of value as are available to us. 


Price 


Approach the price question from 
this angle. Say to the owner, “In 1941 
this property was worth $10,000. To- 
day it is difficult for any broker to 
know exactly what price the property 
will bring. It is impossible to deter- 
mine what premium the purchaser 
will pay. Most buyers realize they 
are paying a premium, and in many 
instances, one buyer’s needs or de- 
sires will make him pay more than 
another will.” The approach may re- 
sult in the property being listed at ap- 
proximately $15,000, or 30% increase, 
but the door has been left open for 
negotiation somewhere between $10,- 
000 and $15,000, if a reasonable offer 
is secured. 


No Royal Road 


There is no royal road to listing. It 
is made up of many composite parts, 
each spelling work. Radio, advertis- 
ing, letters, telephone calls—and es- 
pecially news notices of sales—all 
help. But there is only one supplier 
of a listing—and that is the owner. 
To get it you have to talk with him. 


Under ideal operation the cost of 
a real estate transaction should be 
divided into three equal parts: the 
office overhead, the listing, and the 
sale—that is, if each operates 100%. 


Unfortunately, when either the list- 
ing or the sales division falls short of 
a perfect job, the overhead costs 
mount up. That is the reason why 
practically all offices operate on a 50- 
50 basis only. 


If the listing is a perfect offering— 
a signed exclusive—of an inviting 


property at such a price that a sale 
might be made through telephone 
solicitation, it would certainly merit 
one-third of the commission. Unfor- 
tunately, not one listing in a thousand 
would thus qualify. 


Incentives 


With reference to earned “listing 
fees”, I suggest that each listing be 
immediately valued—and a liberal per- 
centage of the commission allotted 
therefor. This percentage should be 
reduced one-third each month, making 
the listing worthless to the lister in 
90 days. 


You need listings. Incentive pay 
will get them. 


In securing listings here are ten 
suggestions: 

1. Never send out inexperienced 
salesmen to get a listing. 

2. Remember a real estate broker is 
a merchant, and he must have stock 
on his shelves to sell. He differs from 
other merchants in that the same per- 
son from whom he secures his mer- 
chandise is frequently the potential 
customer for other merchandise. That 
is why everyone identified with the 
real estate business should be both 
lister and a salesman. 

3. A broker should know what to 
look for besides price—such things as 
future enhancement, pride of owner- 
ship, construction, and environment. 

4. Give the owner the opportunity to 
talk; and when he does, listen atten- 
tively. When you know why he wants 
to sell, you are in a much better posi- 
tion to obtain a saleable listing. 

5. Keep constantly on the search for 
desirable property. 

6. Spend as much time, or more, in 
finding and listing property as you do 
in selling it. When extra effort is used 
in listing, sales will take care of them- 
selves. This is especially true in the 
kind of a market we are experienc- 
ing today. 

7. If the owner doesn’t want to sell 
at a price that is possible in today’s 
market, do not list the property; but 
keep the information and his friend- 
ship, so that he will contact you when 
he has “come down to earth”. 


8. Start out each morning with 10 
white cards in your pocket and visit 
10 owners of real estate during the 
day, noting on the cards the result of 
each visit. You will soon have not 
only a splendid file of listings, but you 
will also have a list of prospective 
buyers. 


9. Know your business, your city, 
your values, and the maximum use of 
any property. ®@ 
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Thirty Fourth Annual Conference 
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Sunday, February 12th, 1956 


9:00 a.m. 
10:00 a.m. 
2:00 p.m. 
9:00 p.m. 


REGISTRATION. 
DIRECTORS’ MEETING. 
TOUR. 


RECEPTION. 


Monday, February 13th, 1956 


8:30 a.m. 
9:15 a.m. 


10:00 p.m. 


REGISTRATION. 


OPENING SESSION. 


CALL TO ORDER—F. C. Corp, Con- 
ference Chairman. 


INVOCATION—Reverend Canon W. 
Gerald Burch. 


WELCOME TO CONFERENCE— 
Alex Hoffman, President, Windsor 
Board. 


WELCOME TO WINDSOR—Mayor 
Michael J. Patrick. 


ANNUAL REPORT—H. W. Follows, 
Secretary-treasurer O.A.R.E.B. 


CHAIRMAN—F. C. Corp. 


— ADDRESS — Bert 
tz. 
CHAIRMAN—F. C. Corp. 


10:30 a.m. 


12:15 p.m. 


2:15 p.m. 


6:00 p.m. 
7:00 p.m. 


BUSINESS SESSION. 


Speaker: Harrison L. Todd, Camden, 
New Jersey. 


Subject: T.N.T.—TODAY, NOT TO- 
MORROW. 


CHAIRMAN: C. R. Whitney. 


PRESIDENT’S LUNCHEON. 
Report of Regional Directors. 


Presentation of Achievement Award 
—P. J. Harvey. 


CHAIRMAN: Bert Katz. 


ROUND TABLE SESSIONS— 


1. Advertising . G. H. Ridout 
2. Appraisal ..... R. A. Davis 
3. Commercial and 

Industrial ........ J. O. Hodgkins 
4. Farm Brokerage W. J. Nix 
5. Co-operative 

Selling .......... .P, A. Seagrove 
6. Listings ..................Carl Roadhouse 
7. Residential ........ J. Laffey 
8. Residential ....... J. Laffey 


9. Mortgage and Finance .. V. Gianelli 
RECEPTION. 


DINNER—Entertainment. 
Dance— 
CHAIRMAN: Alex Hoffman. 
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Tuesday, February 14th, 1956 2.30 p.m. 
9:00 a.m. ROUND TABLE SESSIONS— 
1. Advertising ... G. H. Ridout 
2. Appraisal ......................R. A. Davis 
3. Commercial and 
Industrial ....... ..J.O. Hodgkins 
4. Farm Brokerage W. J. Nix 
5. Co-operative 
NE css isk sewcbs P. A. Seagrove 
6. Tietinee ............:. Carl Roadhouse 
7. Residential ......... ........J. Laffey 
8. Residential ..................... J. Laffey 
9. Mortgage and Finance ..V. Gianelli 4:30 p.m. 
11:30 a.m. BUSINESS SESSION— 
CHAIRMAN: Bert Katz. 
Amendments to By-laws—F. N. Mc- 6:00 p.m. 
Farlane. 
Resolutions—R. J. Flatt. 71:00 p.m. 
Election of Officers. 
NEW BUSINESS 
12:30 p.m. LUNCHEON. 





Mortgage and Finance 





George H. Ridout 
Advertising 


V. Gianelli 


~ Windsor, Ontario 


February 12th - 14th 


Speaker: R. B. Whitehead. 


Subject: Pitfalls to be avoided by a 
Broker. 


CHAIRMAN: C. R. Whitney. 
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ROUND TABLE SESSIONS— 
1. Advertising G. H. Ridout 
2. Appraisal R. A. Davis 


3. Commercial and 


Industrial . J. O. Hodgkins 


4. Farm Brokerage . ....W. J. Nix 
5. Co-operative 

Selling P. A. Seagrove 
6. Listings ........Carl Roadhouse 
Fi MI, Bhs as ccovcbesss J. Laffey 
8. Residential .... J. Laffey 
9. Mortgage and Finance ..V. Gianelli 
UNFINISHED BUSINESS. 
CHAIRMAN: Bert Katz. 
PRESIDENT’S RECEPTION. 


BANQUET. 
Speaker: Hon. Orlo M. Brees. 


Subject: GRIST FOR THE GRIN 
MILL. 


PRESENTATION OF C. K. JUTTEN 
TROPHY. 


INSTALLATION OF NEW 
OFFICERS. 


CHAIRMAN: Bert Katz. 





_______ APPRAISAL SECTION. 
Continued 
indicate the return expected by the market for that partic- 
ular type of investment. For quick or preliminary calcula- 
tion, a knowledge of the ratio of gross income to sales 
prices is an invaluable aid to the appraiser, and a continu- 
ALL KINDS OF PEOPLE ous study of current transactions will soon set a pattern 
for different types of property. The pattern will be found 
to vary in different categories. In some the indicated value 
may be ten times the gross annual income and in others as 


WANTING ALL KINDS OF HOMES low as three times the gross—or even less. 


One word of warning is advisable here in reference to 
the question of gross income—to develop a proper pattern 
of relationship between income and sales price, be sure 
that your gross income calculation is always consistent 
in each property recorded. If, for instance, you are using 
the gross income figures shown on Co-operative Listings, 
or on Owners’ statements, as your source of measurement 
against sales prices, ensure that all units in the property 
are included. If certain rental units are not included, such 
as Owners’ suites, or storage rooms, it will be necessary 
for you to estimate their rental value for inclusion, for 


GENERALLY FIND THEM 4 the sake of consistency. 


In the field of investment real estate, current and recent 
THROUGH sales prices are invaluable guides, when measured against 


net income, in determining the appropriate capitalization 
rates to be used in the income approach, which is, of course, 
the paramount consideration in investment property valu- 





ation. The above, however, is an over-simplification as it 
WANT ADS does not, without adjustment, take into account any re- 
versionary or speculative interest which may be a factor 
in the transaction. Needless to say in the preparation of 
FM. 3 _ 5331 net income statements, consistency in both income and 
operating cost calculations is essential, as it is the ratio 
of net income to current sale price that determines the 

. “going” market rate of return. 
bre ANY FIELD THERE'S To sum up then, recent sales are generally good guides, 
or indicators of value, but must be used with discretion in 
Rees always the process of straight physical comparison. When re- 
> =<. lated to income, on the other hand, they are invaluable 
a oS LEADE R for proper processing of the income stream. ® 


SALES POINTS FOR 
SELLING OLDER HOMES 


1. An established neighborhood. The character of the 
neighborhood, the quality of the schools and transporta- 
tion, and the location of the shopping area are set and can 
be quickly checked in a neighborhood of older homes. 


2. A second bath or powder room. This is a boon for 
a family with children and is often unobtainable in newer 
houses of moderate price. 


3. Extra rooms at little added cost. Because fewer 
families want large older homes many older homes move 
more slowly and offer real value to those who can use 
them. Extra rooms thus cost a fraction of what they 
would in a new house. 


4. Larger kitchen. A large kitchen will not overheat 
= as quickly as a small one. The savings in price of an older 


home often leaves money for new equipment. Moderniza- 


tion can often be accomplished by the owner at a fraction 

a iy of the cost of the same conveniences in a new house. 
5. Larger rooms. Homemakers find that house-keeping 
is often easier with larger rooms, for a little clutter is not 


41 DOVERCOURT LO 0401 as painfully obvious as it can be in small rooms. 
ROAD - TORONTO ° 6. Seasoning. An older house has settled and its minor 


defects have come to light. Most faults of construction 





have appeared and have been corrected. Antique or pres- 
ent family furniture is apt to conform better to the style 
of an older house rather than a new. 


’. Established tax rate. In an older neighborhood, where 
ers are in and streets and walks are paved, prospective 

h_ ne owners do not face the prospect of major assessments 
i some later date for costly public improvements. 


8. Depreciation. Normally depreciation does not affect 
value as rapidly in an older well-kept home in a good 
neighborhood as in new houses. Some new houses in new 
neighborhoods are like new models of new cars. After 
the initial newness wears off they depreciate rapidly and 
often are adversely affected by obsolescence of neighbor- 
hood or style much sooner than the normal trend 
would dictate and certainly much faster than in an older 
house where these trends are already established. 


9. Modernization. New developments in modernization 
and new financing trends for modernization are designed 
to make it possible for the average home owner to make 
an older house as comfortable and convenient as the newer 
houses at terms and prices he can afford to pay. 


10. Do you have some to add? Let’s hear from you. 


a 


HOW ONE MAN DIVIDES 
REAL ESTATE AD DOLLAR 


First, however, let us divide our advertising ‘pie’ into 
three categories for simplicity and brevity and hope they 
are in the order of their importance. 

1. Newspaper, which is, shall we say, direct advertising. 
Classified and display—because it is the most costly is not 
the reason it is first, but because, as a rule, it reaches the 
most people in the shortest possible time. 


So, for the newspaper, I allow 80% of my advertising 
dollar. This is again divided 70% to the most accepted 
dailies of which metropolitan Oakland has only one. Ten 
per cent to the small suburban or neighborhood dailies, 
semi-weeklies or weeklies. 


2. Category—I shall call semi-direct and it includes: 
property signs, open house signs, large type outside office 
display signs, window displays, salesmen’s cards, ads in the 
yellow section of the telephone book, direct mail and ads 
in religious, language or trade papers on a specific type of 
property. For this media, I allow 10% of our advertising 
dollar. 


3. Category—I shall call promotional and institutional. 
This includes: dues to chambers of commerce, business 
clubs, real estate boards, trade organizations, appreciation 
tokens, sales contest prizes, greetings in trade, religious 
and language papers, magazines, Christmas cards, spon- 
sorships of such things as baseball teams, merchants’ pic- 
nics, sporting events, etc. This last category we allow 10% 
of our advertising dollar. 

Now, let us see how close my little organization is run- 
ning to this formula. For the period from January 1, 
1954 through June, 1955, a period of 18 months: 

1. Newspapers: 82% of my ad dollar, which is actually 
8.2% of my gross income for the same period. 

2. Semi-direct: 9.04% of my ad dollar, which is actually 
.904% of my total gross commissions. 

3. Promotional & Institutional: 8.96% of my advertising 
dollar, which is .896% of my gross commissions. This, if 
correct, is 100% of my ad dollar and if you are interested 
in total percentage of our gross commissions for same 
period, 9.97%. 

—California Real Estate Magazine 
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Realtors 


LET US SAVE YOU MONEY 


on your office 
stationery and printing 
requirements 


We will be glad to quote on your 
letterheads, envelopes, cheques, 
business forms and direct-mail ad- 
vertising. Quality printing at rock- 
bottom prices. 


Mail sample copy to:— 


PRINTING & DESIGN SERVICE 
392 Bay St. 


Toronto 





SELL SERVICE AND 
DON'T OVERPLAY IN ADS 


One advertising expert states, ‘““Too many business men 
want to talk about themselves instead of their customers 
in their advertising. They want to talk about nuts and 
bolts instead of benefits. 


“Simmons makes beds, but it sells sleep. Carnation cans 
milk, but it sells healthy babies. General Electric makes 
bulbs, but sells good eyesight. The furnace people make 
furnaces, but see ping pong in the basement. A manu- 
facturer of cosmetics makes cold cream, but sells a roman- 
tic date.” 

What the manufacturer makes is one thing—what you 
sell is another. Don’t sell candy; sell the pleasure of the 
taste, the appreciation that will be awarded. Don’t sell 
tools, sell the profit and pleasure of making fine things. 

Only when you translate what you sell into human needs 
and desires do you make a sale. And only when that 
process is repeated again and again do you make a profit. 
To sell an idea, it must be rooted in fact, but dressed in 
drama. 

Another vital factor in advertising is the power of under- 
statement. It is the greatest unused force in advertising. 
Our ears are so numbed by the din of synthetic excitement, 
of unbelievable exaggeration, of adjective-bedecked super- 
latives that there comes a point where mere loudness de- 
feats itself. And that is where the quiet voice of sincerity 
wins through, clear as a bell. 


When an ad seems to be claiming too much, our sus- 
picions start trimming it down to size. Often we trim off 
too much and end up believing less than the simple truth. 
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EXECUTIVE COMMITTEE 

Bert Katz, President, Ottawa 

C. R. Whitney; Vice-President, Kitchener 
Regional Directors: F.C. Corp, Windsor; L. J. 
Smythe, Hamilton; W. J. Nix, Toronto; R. J. 
Flatt, Fort William; F. N. McFarlane, Ottawa. 


H. W. Follows, Secretary-Treasurer, 
1883 Yonge Street, Toronto 


Ontario Section Editor, 
F. N. McFarlane 





Brantford 


The Coronation Room of the Brant 
Hotel was the scene of an enjoyable 
Inter-Board meeting on Wednesday, 
January 4, when the Brantford Real- 
tors Association was host to 25 visit- 
ing realtors from the Guelph and Galt 
Boards. 


Highlights of the affair was an ad- 
dress by Bert Katz, Ontario President. 
The various functions of the Ontario 
Association were the theme of Presi- 
dent Bert’s “off-the-cuff” speech. The 
importance of regular attendance at 
local Board meetings and conventions 
could not be stressed too much, he 
said, and this type of participation 
would pay off in an educational and 
monetary way. The guest speaker 
was introduced by P. J. Harvey, 
Regional Vice-President for Ontario 
of the C.A.R.E.B. 


Les. Smythe, Regional Director of 
District #2, O.A.R.E.B., accompanied 
President Bert on his visit, and in- 
stalled the following officers for 1956: 
President, Cecil Robinson; Past-Presi- 
dent, Carl Roadhouse; Vice-President, 
Stan Gullen; Co-op Chairman, Doug. 
Fachnie; Directors, Hugh Hyland & 
Lloyd Randall. 


George Brown, Chairman of the 
Branford Photo Co-Op Listing Ser- 
vice, presented his final report for 
1955, which revealed it had been a 
banner year for Co-Op in Brantford, 
with 46.6% of all properties listed on 
Co-Op being sold, and the total vol- 
ume had increased over last year. 


Association of 
Real Estate Boards 


Bert Katz’ “off the cuff" talk was highlight of inter-board meeting Jan. 4th 
when Brantford Board was host to Realtors from Guelph and Galt district. 
President Katz looks on as Past President Carl Roadhouse hands gavel to 1956 
President Cecil Robinson after installation of Brantford Realtors Association 


officers. 


Hamilton Christmas 
Party 


Close to 400 persons completely im- 
bued (if not imbibed) with the Christ- 
mas spirit rollicked and cavorted 
’round the Alexandra at the Annual 
Christmas Party of the Hamilton 
Real Estate Board. 


From the time of entering, with a 
free corsage and a free gift for the 
ladies, through the hot turkey dinner, 
to the dancing, the evening was an 
outstanding success. 


Especially gratifying was the qual- 
ity of the gifts and the fine organiza- 
tion of the whole affair. 


A very sincere “thank you” is due 
to the magnificent effort by the com- 
mittee under the Chairman Mel Cole- 
man and consisting of Eric McKay, 
Bill Rooke, Fen Ritcey, Fred Monte, 
Tom Dowling, C. D. McKay, John 
Voortman, Bill Kronas, Fred Brough- 
ton and Mack Pettit. 





EVERYBODY 
reads the 


Spectator 


There are more Spectators sold 
in Hamilton DAILY than there 
are homes in the city. 


FOR COMPLETE COVERAGE 
AND QUICK ADVERTISING 
RESULTS 


SPECTATOR 
WANT ADS 


Serving one of Canada’s fastest 
growing areas 


THE HAMILTON SPECTATOR 
Est. 1846 Hamilton, Ontario 








Ottawa 


The Ethics and By-Laws committee 
has just published a revised “Com- 
mission Charges & Standards of Prac- 
tice” for the Board, the first revision 
since 1952, Chairman Norman Mc- 
Farlane reports. A novel feature of 
this attractive booklet is the Board’s 
jurisdictional area map, showing all 
the latest sub-divisions. It is planned 
to issue the same map in wall size 
early in the year. 

* * * 


The Board is also printing on its 
own 1250 Multilith a new booklet edi- 
tion of the Photo Co-op Rules & Regu- 
lations, and the Constitution. 

aK * 3k 


A French edition of the Agreement 
of Purchase and Sale, which has been 
prepared by E. Lavoie of the firm of 
Romeo Pigeon, in conjunction with 
French translators and legal aid, is 
also printed by the Board. 


* * * 


Board membership rosters in pocket 
editions are now being prepared. These 
will be revised and re-issued quarter- 
ly as a service to members, and also 
sent to local lawyers and interested 
businessmen. 


A Past President’s Committee has 
been added to the Standing Commit- 
tees of the Ottawa Board. Also, 
photographs of all Past Presidents, in 
attractive matched frames with brass 
name plates, are being hung in the 
Board room. 

ok * * 

The Board’s annual Christmas 
party, held December 14 in the Chat- 
eau Laurier, was voted “the best 
ever”. Two hundred and sixty-five 
people attended, a string orchestra 
played seasonal music during the 
turkey dinner, and afterwards guests 
enjoyed special entertainment and 
danced to Cammie Howard’s orches- 
tra. Attractive favours were given to 
the ladies. 


SERVING 
CANADA'S CAPITAL 
since 


1917 


Leddy-McFarlane Ltd. 
REALTORS 


198 Bank St. - 
CE. 2-4854 


Ottawa 
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Windsor 


“The St. Lawrence Seaway has 
made Windsor one of the most stra- 
tegic ports on the international and 
domestic trade route’ said Gene 
Saunders in an address to the Wind- 
sor Real Estate Board at its 38th 
Annual Banquet on January 11. 


Mr. Saunders, who is public service 
director of CKLW Radio and TV 
station, pointed out that Windsor is 
already stirring to meet its new ex- 
pansion period. Windsor is already 
talking about a new city hall and 
major investments are being made in 
suburban shopping areas prior to the 


opening up of large residential tracts, 
he said. 


The new officers of the Windsor 
Real Estate Board were installed by 
H. W. Follows following the banquet 
which had an attendance of 125 
people. The following are the new 
officers: Alex E. Hoffman, President; 
Wilbrod Brisbois, Vice-President; Tom 
Simpson, Secretary-Treasurer. 


ONTARIO SECTION. 


IN WINDSOR IT’S 


U. G. REAUME 


LIMITED 


Residential, Commercial, 


Appraisals, 


Property Management, Farms, 


Summer Properties. 


EVERY INQUIRY 
PROMPTLY ANSWERED 


176 London Street West, 
802 Canada Trust Building 


REALTOR — 
GENERAL INSURANCE 


Telephone CL. 4-9289 





There is a reason why 
more Real Estate firms use 


CITY-WIDE 


ANSWERING SERVICE 


e Efficient Service 


© Low Cost 


© No message charges ® serving 
all Metro Toronto 


City-Wide Telephone Services 


LIMITED 


Head Office 67 Richmond St. W. 


EM. 6-4262 








More readers - - - - 
More prospects - - - 
More sales - ---- - 


Through The 


Real Estate 
For Sale 
Classifications 
of 
The London Free Press 


Bertera Cat-orttes Wu mort fanpage 


EACH WEEK more Realtors 
choose The London Free 
Press for Real Estate 
Advertising. 


BECAUSE The London Free 
Press is the only news- 
paper that gives full and 
complete coverage of 
Southwestern Ontario. 


TO REACH Prospective Buy- 
ers in Middlesex - Oxford 
- Elgin - Norfolk - Lamb- 
ton - Kent - Huron - 
Perth and other South- 
western Ontario Counties. 


Use the 
Real Estate 
Classifications of 


Che 
Hondon 


ree Press 


London, Ontario 





________ONTARIO SECTION___ 


North Peel, Dufferin and 
Halton 

The North Peel, Dufferin and Hal- 
ton Board held a dinner meeting at the 
Yellow Briar Inn in Brampton on 
January 9th. The purpose of this 
meeting was to install newly elected 
officers into their respective positions. 
We were very fortunate in having 
“Wref”’ Nix handle the ceremonies and 
the very able Bill Follows as guest 
speaker. Each of these gentlemen 
were presented with celebrated 
Brampton flowers for their wives. 

The following is the list of new of- 
ficers: Honorary President, Harold A. 
Clarke; Past President, Harold W. 
Knight; President, Harold S. Hare; 
Vice-President, Paul S. Starr; Secre- 
tary Treasurer, E. A. Mitchell; Dir- 
ectors, William Sansford, Howard 
May and Frank Hendry. 


The territory covered by this board 
is perhaps one of the largest in On- 
tario—from Streetsville to well above 
Orangeville and from Woodbridge to 
Acton. Our Co-op system is just get- 
ting under way and since this board 
was just formed one year ago we feel 
that our 25% sales are a good start. 
Two of our members are enrolled in 
the Canadian Institute of Realtors 
course. Our membership at the mo- 
ment is 10 active and 18 associate, with 
three more active members and their 
staffs about to join. We have come 
a long way in one year and expect to 
really step out this year. 


Psychology in "Showing" 

Mrs. Smith, after being shown a 
property, said to the salesman glibly 
“It’s alright, I think, but my husband 
must see it.” 


We must surmise what she said to 
Mr. Smith over the dinner coffee— 
“John, I saw a house today that I 
think you should see. Oh! yes, it will 
be worth it—yes, it has two bath- 
rooms—but let’s just see it together 
tomorrow then you can better judge.” 


The second showing to the Smith’s 
took on a new twist at the hands of the 
salesman when he invited Mrs. Smith 
to take over and show the house to her 
husband. 


Now Mrs. Smith had to justify Mr. 
Smith’s presence so she unconsciously 
did a good selling job in the absence of 
any sales resistance for Mr. & Mrs. 
Smith talk the same language. 


This interesting sales angle was re- 
ported to us by Forrest S. McFeat, 
Sales Manager of D. W. Ogilvie and 
Company Inc., Montreal. 


Peterborough 


Members of this progressive branch 
of the Real Estate profession are mak- 
ing plans for a year of still greater 
activity than last year. There are 
several new names on the “top chrome 
trim” who, along with the older 
“voices of experience” will put this 
Board ’way out in front. 


The following are the officers to be 
initiated soon: 


Past president, Ross Thompson, of 
Davis-Thompson Company Ltd. 


Immediate past president, Bruce 
Sargent, of Irwin, Sargent and Lowes. 


President, Austin Elliott, of Elliott 
Appraisers. 


Vice-president, John Bowes, of 
Ridout Real Estate Ltd. 


Directors are John Curtis, Davis 
Thompson Company Ltd.; Earl 
0’Toole, Ridout Real Estate Ltd.; Ern- 
est Balmer, Balmer Real Estate; Gar- 
net Brown, Sackville Agency; Noel 
Rishor, Mason and Rishor Real Estate. 


The nominee for the City Planning 
Board is L. L. Smith, of L. L. Smith 
Real Estate. 


Many realtors _ have 
found the general in- 
surance business a pro- 
fitable sideline to real 


estate. 


Our group of indepen- 
dent companies pro- 
vides the necessary fa- 


cilities. 
e 


WE WILL FORWARD 
INFORMATION ON 
AGENCY APPOINTMENTS 
ON REQUEST 


Massie and Renwick Ltd. 


COMPANY MANAGERS 


800 Bay St. Toronto 
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Mr. L. W. Puffer 
Lacombe, Alberta 


ALBERTA ALBUM 


A thumbnail sketch of your fellow Realtors 

in Alberta so you'll know who's who. 

Mr. Puffer is an old timer so far as 
residence in Alberta is concerned. He 
came to Calgary with his parents in 
the spring of 1890 when he was less 
than a year old. 


His father, the late William F. Puf- 
fer had his first homestead well within 
the present Calgary city limits. He 
abandoned that land for another 
homestead near Olds. The Puffers 
finally settled at Lacombe in 1895. Be- 
cause his father was in the livestock 
business, much of Mr. Puffer’s boy- 
hood was spent on horseback. Later, 
he attended the Alberta Business Col- 
lege and kept his Dad’s books for a 
few years. 


During these early years in the 
west, he saw the arrival of many new 
settlers in the Lacombe district. They 
were days when a bucking exhibition 
on the main street was an everyday 
occurrence. 
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Real Estate 
Association 


Mr. Puffer established a Real Estate 
Office in Lacombe in 1911 but did not 
carry on for more than a year. Many 
years elapsed before he again opened 
an office in this town. He was married 
in 1913. During the years that inter- 
vened between the opening of his of- 
fices in Lacombe, he was in the Rail- 
road Beef Contracting business. This 
took him into the country west of 
Rocky Mountain House and into 
northern Alberta and the Peace River 
country. Most of the time he carried 
his bedroll and kitchen on a pack 
horse and seldom slept in the same 
place two nights running. 


When railroad building slowed up 
he became actively engaged in the 
livestock business in which he con- 
tinued for about thirty years with 
varying success. He spent the greater 
part of 1947-1948 in the Yukon and of 
it he says, “I am convinced that the 
Yukon has a great future in oil and 
mineral exploration and develop- 
ment.” 


His experience as a livestock dealer 
and his consequent knowledge of the 
country has proved a wonderful asset 
to him in the Real Estate business. Mr. 
Puffer says he has been reasonably 
successful in selling urban properties 
but feels much more at home when 
working on a farm or a ranch deal. 


He is a firm believer in co-operation 
between Realtors. When he opened 
his new office a few years ago he found 
himself in the unhappy position of 
being in business with nothing to sell. 
He visited Real Estate agencies in the 
surrounding towns and found them 
most helpful. The result was that he 
returned home with a nice bundle of 
farm and commercial property list- 
ings, on which, of course, he was ob- 
liged to split the commissions. 

The results of his relationship with 
other agencies has been very satis- 
factory and they continue to exchange 
listings of mutual benefit. He says, “I 
like the Real Estate business and I 
like the people I find engaged in it.” 
Legislation which has been enacted, 
he feels, has done much to raise the 
morale of all concerned and gain the 
confidence of the public. 


EXECUTIVE COMMITTEE 


Stanley Melton, President, Edmonton 

A. M. Edwards, Vice-President, Calgary 
Directors: G. Magnussen, Lethbridge; E. R. 
Wiseman, Red Deer; H. Molstad, Edmonton; 
D. Johnston, Calgary; E. J. Card, Cardston. 
W. Frank Johns, Secretary-Treasurer, 
308—8th Avenue West, Calgary 


Mr. Puffer, confided that in 1911 he 
had a listing on a half section farm 
near Lacombe but failed to make a 
sale at that time. He did, however, 
succeed in selling it last fall and com- 
ments that it is a better farm today 
than it was forty years ago. 

He says, “I make a point of inspec- 
ting a new listing as soon as possible 
and if I find it over priced, I usually 
succeed in effecting a reduction to a 
more equitable level. I try to avoid 
over-selling a customer because this 
can produce drastic results. I feel it 
should be the aim of every Realtor to 
gain the confidence of his client and 
then continue to deserve it. ” 

Mr. Puffer feels the Real Estate 
Boards have done wonders in raising 
the status of Realtors to a professional 


Continued on next page 


















ADVERTISING 
RESULTS 


that produce 
DOLLARS 
and CENTS <— 








It’s like having a staff of 
highly skilled experts on your 
sales staff when you use the 
pulling power of The Jour- 
nal’s classified pages. Copy 
and layouts are professionally 
created, smartly executed, to 
give your advertising genuine 
sales appeal. 


In the Edmonton 
trading area, no 
other single medium 
can offer you more 
than a fraction of 
The Journal's coverage. 








THE EDMONTON 


JOURNAL 





Realtors 


Canadian 
Business Opportunity 


“Picture Advertising” 
JOURNAL 


can help increase 
your SALES 


We have the largest selec- 
tion of businesses for sale 
from Coast to Coast in 


Canada. 


Write for information and pic- 
tures of businesses for sale in 
your area, to Canadian Busi- 
ness Opportunity Journal, 
“Picture Advertising", Room 
405, 109-8th Avenue East, 
CALGARY ALBERTA 


Information Free to all Realtors, Banks, 
and Trust Companies. No obligation. 


A. W. FARLINGER 
Real Estate Limited, Toronto 


Residential e Commercial 
Industrial e Developers 
Mortgage Financing 
2000 Yonge St. — 
752A Yonge St. = 


1769 Danforth Ave. —_ 
2475 Bloor St.W. — 


MA. 1177 
WA. 4-6607 
RI. 6364 
RO. 2-8151 








level. He has also derived many edu- 
cational benefits and inspiration from 
the Real Estate conventions he has 
attended. 


Mr. Puffer is president of the 
Lacombe and District Old Timer’s As- 
sociation. His daughter has made her 
home in Carleton Place, Ontario, his 
elder son Howard is in business in Tor- 
onto and another son Tom is a Gold 
dredge operator in South America. 


Calgary 


The Annual General meeting of the 
Calgary Real Estate Board will be 
held January 27th at which time Com- 
mittee reports will be presented. It is 
of particular interest to note that 
memberships in the Calgary Real Es- 
tate Board climbed from 130 in 1954 
to 170 in 1955. 


* * * 


The Calgary Real Estate Board 
Co-Operative Listing Bureau finished 
off an excellent year with a total of 
1,010 sales amounting to $11,275,865. 
Seventy-seven Calgary firms are now 
participating in the Co-operative List- 
ing Bureau. 


* * * 


The 9th Annual Convention of the 
Alberta Real Estate Association will 
be held in Red Deer Saturday, Febru- 
ary 25th. 


The meeting will get under way at 
10 a.m. and following the morning 
business session and lunch, the guest 
speaker will be Mr. Fredk. J. Bashaw, 
well-known real estate lecturer who 
will address the Convention on the 
subject “Building up to the sale’. Re- 
gistration fee for the one-day Conven- 
tion including lunch, reception and 
dinner has been set at $10.00, and indi- 
cations are that some 200 realtors 
from within the province will attend. 


Make Friends... 


By giving a gift subscription of the 
Canadian Realtor to your associates in the law, con- 
struction, insurance, mortgage and investment businesses. 
Your business friends and prospective clients will appre- 
ciate receiving the only Canadian magazine devoted to 
the latest thinking and up-to-date trends in the real estate 


business. 


A subscription costs only $5.00. Mail your cheque and 
the names of those you wish to receive a copy to the 
Secretary, Canadian Association of Real Estate Boards, 
1883 Yonge St., Toronto, Ont. 
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The Regina Real Estate Board held 
their annual meeting Wednesday, 
January 11, in the Canadian Legion 
Hall. 


President Stan G. Clear reported on 
the affairs of the Board during the 
past year which showed membership 
is increasing and more interest is be- 
ing shown in Board activities. 


He received many compliments on 
the progress and results of his excel- 
lent leadership. 


Chairman of the Multiple Listing 
Service, John Walker, reported on the 
the inauguration of the Service on 
January 3, 1956. 


The new officers for 1956 are as 
follows: President, Art Hosie, Drope 
& Hosie Ltd.; Past President, Stan 
Clear, Clear & May Co., Ltd.; Vice- 
President, Jack Walker, Walker 
Agencies Ltd. Directors: Wm. Blen- 
ken, Merrill Agencies Ltd.; Vic Jacob- 
son, Campbell & Haliburton Ltd.; H. 
Kohlruss, Kohlruss & Simon; J. Glen, 
Glen Realty Ltd.; Trev. May, Clear & 
May Co., Ltd.; A. T. Brown, A. T. 
Brown & Co., Ltd.; E. A. Bennett, Mc- 
Callum Hill & Co., Ltd.; W. C. Mahon, 
W. Clarence Mahon. 


Saskatoon 

After a lot of hard work the Saska- 
toon Real Estate Board has organized 
the Saskatoon Co-Operative Selling 
Service Limited. 


With President, Gordon McCallum; 
Secretary-Treasurer, Fred Welch; and 
Vice-President, Gordon Hymers, at 
the helm we got rolling on May 6, 
1955. 


We now have fifteen Brokers as 
members. As usual there were a lot 
of problems to overcome but every- 
body is really enthusiastic and we be- 
lieve that with a little more experience 
it will be a tremendous asset to the 
Real Estate business in Saskatoon. 


Our monthly breakfast meetings 
held at 8:30 a.m. have been very suc- 
cessful and we find that over a hot 
cup of coffee the boys really relax and 
thrash out a lot of problems with other 
members of the Board. 


At the last regular meeting of the 
Saskatoon Real Estate Board held in 
Golf’s Zebra Room an interesting 
panel discussion took place. The sub- 
ject: “What does a Broker expect 
from his Salesmen”, and “What does 
a Salesman expect from the Broker.” 
Two Salesmen and two Brokers came 
with some very good ideas which Don 
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Koyl, the Regional Vice-President for 
Saskatchewan, as Moderator, summed 
up in his usual capable manner. 


A very enjoyable mixed social of all 
members of the Real Estate Board 
was held October 30, 1955 at Jay Dees. 
The boys and their partners all seem- 
ed to enjoy the floor show, dancing 
and an exceptionally well prepared 
buffet luncheon. 


Saskatoon now has a population of 
70,000 and still growing. At this rate 
we feel that there will be no let up in 
the building field for some time to 
come. 


Montreal 


Atomic power within 25 years may 
change deserts into green pastures 
when used to turn vast quantities of 
salt water into fresh water for irriga- 
tion purposes. 


This potential development was seen 
by William Zechendorf, one of the 
world’s most colorful urban real estate 
operators, who spoke recently at the 
annual banquet of the Montreal Real 
Estate Board. 


The head of the famous New York 
firm of Webb and Knapp, which is or- 
ganizing a Canadian office, saw two 
great possible areas for increment of 
land values—and illustrated one of 
them with fabulous mark-ups, as much 
as $2 to $200 a square foot. 


New Developments 


One was in the change of deserts 
to fertile areas and the other was in 
the up-grading of relatively low-cost 
urban land to high-cost land through 
large well-planned developments such 
as turning New York slaughter house 
section into a United Nations site. 


He noted there had been consider- 
able pessimism recently in regard to 
the future of metropolitan areas. 


Doubts Cities Rot 


Some thought’ decentralization 
coupled with the rapid growth of sub- 
urbs with their shopping centres, 
would cause cities to “rot at the core’’. 


“I do not agree with that point of 
view,” he said. “Decentralization is 
nothing but an over-flowing. 


“We have joined you because we be- 
lieve in you. We believe in Canada 
for a variety of reasons, above all for 
the people who inhabit your great 
nation,” he said. 
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Victoria, B.C. 


The Multiple Listing Bureau of the 
Real Estate Board of Victoria, which 
commenced operations February 14, 
1955, held a competition from Novem- 
ber 10th to December 10th and in that 
period received 61 listings, had 27 
sales recorded to a total of $315,100.00. 
Of the 27 sales, 18 were properties 
listed previous to commencement of 
the competition and 9 properties listed 
during the 30-day period. 


The prizes were awarded by Mr. F. 
N. Cabeldu, President of the Bureau, 
at the December Luncheon of the Real 
Estate Board, held at the Empress 
Hotel, when 94 members were in at- 
tendance. 


The top salesman in this competi- 
tion was Mr. Jack Smith, and the 
second highest, Mr. Ken Lowndes. 
Both are with the Johnston & Co. Ltd. 
firm. The top listing salesman was Mr. 
W. S. Kirkpatrick, Financial Survey 
Ltd., and the second highest listing 
salesman was Mr. Jack Chesman, of 
Pemberton, Holmes Ltd. To Mr. Roy 
E. Hills, of Northwestern Securities 
went the prize for placing the most 
“Another Multiple Listing” signs, and 
Mr. D. E. Wilkinson, of the Fraser 
Biscoe Office had a listing of his 
drawn, by Mr. Alex. H. Reed, Presi- 
dent of the Real Estate Board. 


The main part of this luncheon 
meeting was a debate, ladies versus 
gentlemen, “I Can Sell Real Estate 
Better Than You”, a lot of which re- 
solved in good humor immensely en- 
joyed. 


The next luncheon meeting of the 
Victoria Board will be held January 
18, 1956. 


Mortgage Appointments 


The Manufacturers Life Insurance 
Company announces the appointment 
of T. Reginald Lamon and Thomas L. 
Taylor as Mortgage Superintendents. 
They will assume increased duties and 
assist L. S. Davis, Executive Officer 
Mortgage Investments, in direction of 
the over-all operation and expansion 
of the Manufacturers Life Mortgage 
Department. 


Soon after his graduation as a law- 
yer in 1929, Mr. Lamon joined the 
Company’s Head Office Mortgage De- 
partment. In 1940 he enlisted in the 
R.C.A.F. and served overseas as an 
Administration Officer. After his dis- 
charge with the rank of Wing Com- 
mander in 1945, he returned to his 
work with the Mortgage Department 
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and in 1948 was appointed a District 
Supervisor. He has been U.S. Mort- 
gage Supervisor since 1953. 


Mr. Taylor’s service with the Mort- 
gage Department of the Manufac- 
turers Life began in 1933. He served 
in Europe as a commissioned officer, 
with the Royal Regiment of Canada 
from 1940 until the end of the War— 
for three of those years as a prisoner 
of war in Germany. Associated with 
the new business section of the Mort- 
gage Department since his return to 
the Company in 1945, he was appoint- 
ed New Business Supervisor in 1953. 


Mr. Lamon and Mr. Taylor will con- 
tinue to be responsible for new mort- 
gage business in the United States and 
Canadian fields respectively. 


Your Roster Can 
Pay Dividends 


If we hear of someone in Toronto 
moving to, say, Halifax, Vancouver or 
Montreal, we look in our Roster and 
pick out someone in those respective 
cities. We then send them a letter giv- 
ing as much detail and background of 
the purchaser as possible. Usually we 
tell the client we are doing this and 
they are most appreciative. It often 
helps us since the buyer in turn may 
have a house for sale and may not sell 
until he has bought in the City to 
which he is moving. Of course we do 
this without expectancy of any com- 
mission from the broker to whom we 
send the client. 


We often send a name to a broker 
in another city even though we have 
not been actively in touch with the 
client himself. Perhaps he has dealt 
with another realtor or a non-member 
of our Board. 


We feel that many realtors across 
Canada either do not know how to use 
their Roster or do not think about it. 
Here is a typical example which hap- 
pened today, January 16. 


We heard of a doctor and his wife 
moving to Halifax who are selling 
their house in Toronto. We immedi- 
ately contacted them but were in- 
formed they had already given their 
house to another realtor whom we 
know quite well. We did, however, 
volunteer to send their names to Hali- 
fax to a member of the Halifax Real 
Estate Board and they were very 
pleased with this help. Our next step 
will be to write the member of the 
Halifax Real Estate Board giving him 
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sufficient background and information 
so that he can contact them prior to 
their moving to Halifax. 


We have sent prospects from Hali- 
fax to Vancouver in the last year to 
different members of our Association. 
In return we have recently received 
a prospect of a large company which 
is prepared to spend between half a 
million to one and a half million dol- 
lars and this prospect was voluntarily 
sent to us by a realtor to whom we 
have sent a number of other prospects. 


The moral of it is that it pays to 
use the Roster and send the names to 
other brokers. 


Member, Toronto Real Estate Board. 


ilies Farm 
Values in U.S.A. 


Location is steadily becoming a 
more important factor in farm ap- 
praisals, Realtor Thomas M. Welsh, 
Greeley, Colo., pointed out in a talk 
before NAREB’S National Institute of 
Farm Brokers. 


In Mr. Welsh’s speech on “Apprais- 
ing a Farm,” he said: 


“There are more elements that in- 
fluence the value of a farm than most 
any other real property. To be sure, 
in all cases, we consider the condition 
of the market, the replacement cost, 
the value according to capitalized 
earnings, and the value according to 
comparable sales.” 


However, the farm appraisal expert 
continued, while climate and uncon- 
trollable hazards such as_ storms, 
floods, drought, and blight are seldom 
important factors in ordinary apprais- 
ing, they must be considered when 
estimating farm income. 


“In handling these hazards some ap- 
praisers make a deduction from the 
gross crop yield, others charge it in 
the expense column as an insurance 
item, or make a percentage deduction 
from gross income. No matter how 
you approach it, you are dealing with 
an unknown quantity that is difficult 
to estimate with any degree of ac- 
curacy. 


“With the advent of improved trans- 
portation, location constantly becomes 
a more important factor in farm 
value,” he said. 


“A farm,” he continued, “on a paved 
highway within reasonable driving 
distance from a city attracts many 
buyers such as doctors, lawyers, mer- 
chants, and other business and pro- 
fessional men . . . who are able to 


commute to and from actual place of 
(their) business. To them, the farm 
provides a secondary source of income 
... and (they) will be inclined to place 
the emphasis on location.” 


Current and anticipated future mar- 
kets are of “major importance” to the 
practical farmer, the speaker said. 
“Commodity prices are always an im- 
portant item in his calculations. He 
can improve his production through 
better operating methods, but there 
seems to be little he can do to control 
the market, except hope and pray that 
some ‘screwball’ administration won't 
legislate him into a strait jacket and 
tax him out of existence.”’ 


Two other prime factors in farm 
appraisal work, Mr. Welsh said, are 
soil conditions and, in some areas, 
water rights. He said a rural apprais- 
er should be able to distinguish be- 
tween the four or five most common 
types of soil to determine suitability 
for plant growth. 


Tough Selling 
this Winter 


Having selling trouble this winter? 

Maybe your listings will move more 
quickly in the snow-sleet-and-rain 
season if you have a special sales in- 
ducement. 


Consider the approach used by 
Realtor Merton L. Bentley, of Auburn, 
N.Y. In presenting his listings in class- 
ified ads, he leads off: 


“We advise, ‘Winter Gets You Better 
Buys’.” 


The specifics of the property for 
sale follow—with the idea left with 
the reader that it is particularly a 
good buy because of the season. 


Mr. Bentley explains that the sell- 
ing inducement is based on a condi- 
tion which does, in fact, make winter 
purchasing advisable. He notes that 
sellers are more amenable to reduc- 
ing listed prices during winter months 
than during other periods. 


Thus, he writes, “it is good, sound, 
constructive advice to advertise to our 
prospective buying public, ‘Winter 
Gets You Better Buys’.” 


This advertising line, he concedes, 
is no “cure all” for stimulating off- 
season buying. But it’s one step in 
that direction. And such off-season 
transactions can be made. 


After all, he points out, coal is sold 
in July and August. 


What People Want in Home Buying 


Do you know that when home seek- 
ers start out to find a house: 

Location is as much or more im- 
portant than any other feature to 38% 
of them? 

About 20% look particularly for a 
home of specific size? 

And 25% primarily seek a house 
with a satisfactory price? 

These are just a few of the valuable 
findings which have been turned up 
in a series of surveys and integrated 
into a government publication. 

The 126-page brochure, called 
“What People Want When They Buy 
a House,” is crammed with facts and 
figures on the public taste in such 
things as lot size, architecture, con- 
struction, house size, plus the reasons 
for home purchase. 

This work, containing facts that can 
help the Realtor in planning his sales 
approach, was prepared by the Hous- 
ing and Home Finance Agency, and 
published by the Office of Technical 
Services, Commerce Department. 

It may be bought for $3 from the 
OTS office, Commerce Department, 
Washington 25, D.C., or any of its 33 
field offices. 


Here are some of the data disclosed 
in the collection of survey material 
produced by such agencies as the Uni- 
versity of Michigan, the University of 
Illinois, HHFA, and Better Homes & 
Gardens magazine: 

e About one-third of home seekers 
were already home owners, and 58% 
were renters. 
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Sharpen Your Pencils 
For 1956! 


More than ever, the Realtor and 
Sales Associates who want to stay in 
this business must realize they can- 
not be wholly successful unless they 
believe in their product and that now 
is the right time to buy. Sales tech- 
niques must be dusted off and sharp- 
ened. Arthur R. Storm, executive 
vice-president of the George H. Beck- 
man Inc., Realtors in Teaneck, New 
Jersey, suggests Ten Commandments 
which can be mighty helpful to YOU: 


1. Your prospects has “inside in- 
formation . . . GET IT”. 


2. Learn to ask questions, learn to 
analyze the answers, get the pros- 
pect’s “buying talk” before he 
gets your “selling talk’’. 


3. Tell your prospects what he 
wants to hear—the way he wants 
to hear it. 
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e Of every seven families in the house 
market, two had no children, two had 
one child each, another two had two 


each, and one family had three or 
more. 


e Most frequently-cited reason for 
house hunting was inadequacy of ex- 
isting quarters. 


e More than half of the house pur- 
chasers gave some financial reason for 
buying a home rather than renting 
quarters—buying is an investment; 
rents too high, ownership cheaper; de- 
sire for independence and security. 


e Features of houses drew pronounced 
support in some fields: two-thirds of 
buyers sought homes with basements; 
three quarters preferred one-storey 
homes; three buyers of eight had no 
preference about construction mater- 
ial, while one-third preferred brick; 
and four of 10 preferred new homes, 
while two of 10 preferred previously 
occupied homes, and one-third had 
no preference. 


e Over half the buyers expected to 
occupy their homes for 20 years or 
more. 


e Resale value of purchases was of 
little or no importance to 55% of the 
buyers. 


e Architectural preferences were hard 
to tabulate, but in general it was found 
that contemporary design (ranch 
or modern) has gained in popularity 
in recent years and that the demand 
for Cape Cod homes has remained 
steady. 


4. Remember, a sale, like a fight, 
can be won on points. It’s not 
necessary to always score a 
“knock out”. 

5. You YOU them and they will YES 
you. 


6. Simplify your sales talk. CON- 
VINCE—do not CONFUSE. 

7. Remember the value of an UN- 
DERstatement. 


8. Say less and SHOW more— 
people believe more of what they 
SEE than what they HEAR. 


9. Use competitive information eth- 
ically . . NEVER misuse it. 

10. People will forgive you almost 
anything except bad manners— 
indifference to their needs—and 
laziness. 


Remember, integrity and service 
will reflect the sense of sincerity and 
the right motive on the part of any 
salesman. 
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Your Classifieds 
Doing the Job 


Continued 


company places is well written, at- 
tractively set up and will compare 
favourably with any other ad in the 
same edition. 


The Small Operator 

But what of the smaller operator 
who cannot afford a large Classified 
program and who certainly could not 
undertake a fulltime employee just 
to handle the amount of advertising 
he does place? First we would say 
that if he doesn’t already he should 
grasp fully the potential importance 
of this phase of his operation to the 
extent that he provides adequate time, 
either every day or as often as neces- 
sary, to the preparation of his advert- 
ising. In this connection it is the ex- 
perience of Classified sales people, and 
those real estate agents who have tried 
it, that the listing of even one proper- 
ty a day, every day, clearly and at- 
tractively described, well set up and in 
general a good reflection on the ad- 
vertiser, is far superior to the attempt 
to look “important” by running “all 
your listings in one basket” in a large 
weekly ad. It is also a more flexible 
system, in that a listing received 
which should get immediate advert- 
ising action can be inserted at once 
into the program without disturbing 
any financial or contract arrange- 
ments made. If you have no more 
time than to write this single listing 
every day (and of course you can al- 
Ways repeat one previously run pro- 
vided that you give the same thought 
to it at the time) you will find that 
it is time well spent. 


If at all possible an agent should 
attempt also to set these times aside 
when it is convenient for both him- 
self and his classified sales represent- 
ative. It is of course the salesman’s 
job to be conversant with the advert- 
ising needs of the real estate business, 
to have recourse to copy ideas, etc., 
which are not normally open to the 
real estate man, and in general to con- 
cern himself with every phase of the 
real estate operation which can con- 
tribute to the running of successful 
advertising. He should therefore be 
in a position to give fairly valuable 
assistance during the period of prep- 
aration. 


Appeal to Emotion 

We shall not delve here into the 
actual copywriting end of Classified. 
You have undoubtedly all read the in- 
structions about giving the “most im- 
portant facts”, or “what does the pros- 
pect want to know?” and “surveys 
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show that you must have location, 
number of rooms, closeness of 
schools,” etc. This can be the theme 
of several articles of this length. One 
point could be made however and a- 
gain this seems to be something basic- 
ally lacking only in a lot of the Classi- 
fied we read. It is that you always 
keep in mind in writing your Classi- 
fied copy that there are big emotional 
factors involved in the purchase of the 
average home. You yourself have 
many times seen these factors at work. 


Home ownership and the desire to 
undertake it is bound up in some of 
the most basic emotional aspects of 
family life—a man’s pride for his fam- 
ily, a woman’s pride in her home and 
husband, a couple’s desire to raise 
their children in secure surroundings, 
to name but a few. This is no pro- 
posal to use to death such phrases as 
“here’s your dream home in a dream 
location.” But a very fair criticism 
could be made of many real estate ads 
in that little or no attempt is made to 
sincerely appeal to these emotions. 
If there were, some real estate adver- 
tisers might be very surprised to find 
a potential in these small Classified 
ads they had never dreamt was there. 
Remember then that you are addres- 
sing a group of people whose desires 
regarding what you have to offer are 
to a great extent emotionally based. 
Even a suggestion within your ads 
that the home itself, or any of its 
various components, will fulfill these 
desires will gain much greater res- 
ponse than nothing but cold hard facts. 
And it doesn’t take much wordage to 
accomplish. 


Take a good look then at a phase 
of your business which may possibly 
have become so common to you, so 
everyday and mundane, that you may 
have forgotten its extreme importance 
and neglected to come anywhere close 
to reaching its potential. What is al- 
ready a good return on your invest- 
ment could become the most profit- 
able sales tool in your entire opera- 
tion. @ 


Buyers Preferences 
in Home Buying 


Some interesting observations con- 
cerning buyer’s preferences were 
pointed out in a recent survey by Liv- 
ing Magazine. 

35% bought because of a large kitchen 
23% liked large amount of closet space 
23% liked the 1% or 2 baths 

15% liked three bedrooms 

13% liked the large den 

12% liked more floor space 


Location rated only 11%. Reputa- 
tion of the builder only 3%. 








Also asked was how the buyer first 
heard about the house: 
28% were just driving by 
26% heard of house by word of mouth 
29% had read newspaper ads 
11% were contacted by broker or 
developer. 


What happens to those prospects: 
1% of the prospects die 
2% of the prospects moved away 
6% deal elsewhere due to friendship 
14% leave because of unadjusted 
grievances 
68% drop by the wayside because of 
salesman’s lack of interest and 
enthusiasm. 


PROFESSIONAL 
LISTINGS 


J. Donald Dewar 
BARRISTER & SOLICITOR 
4891 Dundas St. W., 


TORONTO (Etobicoke) 
BE. 1-1731 


R. A. DAVIS & CO. 
REAL ESTATE APPRAISERS 
AND CONSULTANTS 


R. A. Davis, M.A.L, A.U.A., A.R.A. 
357 Bay St. 13 George St. 
Toronto, Ont. Brantford, Ont. 
EMpire 8-9484 2-1513 


Anderson, Bourdon, 
Sinclair & Walters 
BARRISTER & SOLICITORS 


2881 Dundas St. W. 
RO. 7-2127 


Humphrey & Locke 
BARRISTER & SOLICITORS 


330 Bay Street, 
TORONTO 
EM. 4-5238 


Hanks & Irwin 
ARCHITECTS 


2848 Bloor St. W., 
TORONTO 
RO. 6-4155 


Walter Smith & Co. 
Accountants & Auditors 


2461 Bloor St. West, 
TORONTO 
RO. 9-4113 


Rates for Professional Listings 


For six insertions $50.00 
For twelve insertions $80.00 








CONSULT 
THESE SPECIALISTS 


GENERAL 
REAL ESTATE 


e CORNWALL, ONT. 


Dominic A. Battista, Realtor, 
634 Augustus St., 
Cornwall, (the Seaway City). 


FOR REAL ESTATE 
SALES 


BRANDON, MAN. 


Hughes & Co. Ltd., 
125 - 10th Street. 


CALGARY, ALTA. 
Burn-Weber Agencies, 
218 Seventh Ave. W. 


EDMONTON, ALTA. 


Spencer & Grierson Ltd., 
301 Northern Hardware Bldg. 


NIAGARA FALLS, ONT. 


David D. McMillan, 
1916 Main Street. 


OTTAWA, ONT. 


Brownlee & McKeown Ltd., 
63 Sparks St. (Central 2-4203). 


OTTAWA, ONT. 


A.H. Fitzsimmons and Son, 
Realtors, 197 Sparks Street, 
Ottawa, Ont. Phone CE. 6-7101. 


PETERBOROUGH, ONT. 


Irwin Sargent and Lowes, 
441 Water Street. 


VANCOUVER, B.C. 
Blane, Fullerton & White Ltd., 
517 Hamilton Street. 


WINDSOR, ONT. 
Alex. E. Hoffman, 
930 London St. West. 


FOR INDUSTRIAL 
SITES AND PROPERTIES 


EDMONTON, ALTA. 


Don Reid Real Estate Co., 
11563 Jasper Avenue. 


EDMONTON, ALTA. 


L. T. Melton Real Estate Ltd., 
10154 - 103rd Street. 


FORT WILLIAM, ONT. 


G. R. Duncan & Co. Ltd., 
1215 May Street. 


e HALIFAX, N.S. 
Roy Limited, 
Roy Building. 

e OTTAWA, ONT. 
Leddy-McFarlane Ltd., 
198 Bank St. 

e REGINA, SASK. 

W. Clarence Mahon, 
350 Western Trust Bldg. 

e TORONTO, ONT. 

Barry E. Perlman & Co. Ltd., 
972-4 Eglinton Ave. West. 
e WINDSOR, ONT. 


Alex E. Hoffman, 
930 London St. West. 


FOR FARMS 
AND RANCHES 


e EDMONTON, ALTA. 
L. T. Meiton Real Estate Ltd., 
10154 - 103rd Street. 
e HALIFAX, N.S. 
Roy Limited, 
Roy Building. 
e KAMLOOPS, B.C. 


George C. Hay Ltd., 
418 Victoria St. 


e WINDSOR, ONT. 


U. G. Reaume Ltd., 
176 London St. W., 
802 Canada Trust Bldg. 


FOR IDEAL 
STORE LOCATIONS 


e FORT WILLIAM, ONT. 


G. R. Duncan & Co. Ltd., 
1215 May Street. 


FOR PROPERTY 
MANAGEMENT 


e HALIFAX, N.S. 
Roy Limited, 
Roy Building. 


e TORONTO, ONT. 


Shortill & Hodgkins Ltd., 
2781 Yonge Street. 


e VANCOUVER, B.C. 


Blane, Fullerton & White Ltd., 
517 Hamilton Street. 


e WINDSOR, ONT. 
U. G. Reaume Ltd., 
176 London St. W., 
802 Canada Trust Bldg. 


FOR APPRAISALS 


e CALGARY, ALTA. 


Ivan C. Robison, B.A., LL.B., 
613 Lancaster Bldg. Phone 63475. 


e EDMONTON, ALTA. 


Weber Bros. Agencies Ltd., 
P.O. Box 37. 


e TORONTO, ONT. 


Chambers & Meredith Ltd., 
24 King Street West. 
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Rates for Advertising 


In the ‘Consult These Specialists'' 


Department: 
Per 
Issue 
2 lines — 12 issues $3.00 
2 lines — 6 issues $3.50 
2 lines — less than 6 issues $4.00 


Additional lines, 50 cents per issue 
No charge for city and province lines. 





RESORTS 
FOR SALE 


TOURISTS OUTFITTERS CAMP— 
HUNTING & FISHING: On Highway 
Number Eleven, northeast of Port 
Arthur, Ontario, 250 miles. Closest 
opposition 60 miles. Expansions and 
improvements added each year, 1955- 
56 private bathrooms being added. 
Ideal location for further develop- 
ments. Over 6 acres, no crowding of 
the 8 cabins capable of accommodating 
28 person; garage and workshop with 
2 rooms and veranda on second floor, 
attic above for plenty of storage; 
laundry room running hot and cold 
water, electric washing machine and 
ironer; ice house and house for gen- 
erating plants, one 1000 watts, one 
3000 watts, supplying electricity to 
entire camp; gas pump and store. 
Owners quarters, 4 rooms and bath, 
large fireplace with heatalator, pro- 
pane gas for cooking. Canoes, boats 
and motors, many camp supplies and 
equipment, all linens and furnishings 
included in the $50,000 disposal price. 
Reasonable offers considered. Write 
Box 152, Hearst P.O., Ontario. 


FULLY EQUIPPED TOURIST 
CAMP, centrally located on the Red 
Lake Road, in northern Ontario, Can- 
ada. For full information write to 
A. Bethune, Perrault Falls, Ontario. 





Brokers 


Here's How To Multiply 
YOUR SALES 


By making every Realtor in the Country your agent 


Move your industrial and commercial listings faster by 
national co-op selling through the Canadian Realtor 


Your advertisement in the Realtor will serve a national co-op purpose. It will: 


® Show your property to 4,700 members of the Canadian Association 
of Real Estate Boards from coast to coast. 


® Enable you to sell more, faster, for you will have the co-operative 
efforts of Canada’s realtors at your disposal. 


® Cost you LESS than conventional methods at present employed (e.g. 
direct mail pieces). 


Advertise your high value properties in The Canadian Realtor and thereby take ad- 


vantage of this national medium to reach your fellow realtors. 


Advertising Rates 


Per Insertion One Time 6 Times 12 Times 


One page $140.00 $125.00 $110.00 
Two-thirds page 118.00 104.00 99.00 
Half-page 84.00 74.00 64.00 
One-third page : 64.00 57.00 54.00 
One-quarter page : 59.00 52.00 47.00 
One-sixth page 40.00 35.00 30.00 
One-eighth page 30.00 27.00 24.00 


Advertising copy to be mailed to: The Canadian Realtor 
24 Isabella St., 


Toronto 5, Ontario 


The Canadian Realtor is published on the 15th of each month. Advertising 
copy to reach publishers no later than the Ist of the month of publication. 
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